











ears of growth. 


1922-1982 





“You can’t describe this organization — 
you have to live as a part of It. 
You have to work side by side with its people 
to understand and appreciate 


the motivating spirit behind it all.”’ 


Co-founder Mark A. Edison 


Edison Brothers Stores Inc. St. Louis, Mo. 


Sixty years of progress: highligh 


1922: On Oct. 28, Sam, Harry, Mark, Irving and Simon 
Edison opened the first shoe store, Chandlers on 
Whitehall Street in Atlanta. Shoes were $6. 

1926: The brothers formed the Edison Brothers Company, 

"a Georgia corporation. Stores were opened in 
Nashville and Louisville. 

1929: Edison Brothers Stores incorporated and moved to 
St. Louis from Atlanta. EBS had 17 stores: 12 
Chandlers and five Bakers, plus $3.15 million in 
sales. 

1930-31: Joe Arenson pioneered the first Leeds on the 
West Coast, 1930. Burts shoe store was introduced 
offering shoes at $2.88 a pair. 

1943: Edison Brothers Stores moved its office and 
warehouse from Twelfth Street to the more spacious 
315 Washington Ave. in St. Louis. 

1944: EBS’ Pension Plan was established for the 1,766 
employees. 

1947: Edison Brothers Stores celebrated its 25th 
anniversary. 

1948: EBS crossed the 200 mark in number of stores and 
instituted the shoe division Oscar Awards. The 
company also opened its first shopping center store. 
Sales figures topped the $75 million mark. 

1954: EBS moved its home office to the current seven-floor 
building at 400 Washington Ave. in St. Louis. 

1956: The first Joan Bari Boutique opened in Clayton, St. 
Louis County. 

1957: The company’s 300th store opened, Chandlers 
Old Orchard in Chicago. Harry Edison was named 
board chairman. Irving Edison was elected 
president. 

1958: Sales went over the $100 million figure. In February, 
EBS opened a leased shoe department in Omaha’s 
Brandeis department store. In March, EBS entered 
New York City with Bakers 34th Street and triple- 
needle dress shoes. In September, the two-story 
Chandlers Fifth Avenue opened and became the ; 
most successful shoe operation in the country by 
1959. 

1959: The first Size 5-7-9 Shop opened in Miami. 

1962: On April 27, the first Handyman store opened in 
La Mesa, Calif. Herb Haimsohn was the founder and 
first president of the company. 

1966: Simon Edison was named chairman of the board. 

1968: Irving Edison retired and Bernard Edison became 


TOP LEFT: A 1915 photo of the five founders of EBS accompanied by 
their mother and sister. 

CENTER: Celebrating their 10th anniversary with Handyman/Homer’s 
are some of the employees who helped launch the first store. 
BOTTOM: A 1978 picture of the Fashion Conspiracy office and 
distribution center. 





ing Edison Brothers Stores 


president of EBS. Jeans West opened its first store in 
November in Woodland Hills, Calif. EBS acquired 
Handyman Home Improvement Centers. 

1970: EBS acquired Size 5-7-9 Shops. The Berner Judd 
chain opened the first Fashion Conspiracy store in 
Escondido, Calif. 

1971: EBS acquired the Jeans West chain and the United 
Sporting Goods chain. The shoe division introduced 
Miss QualiCraft shoes for pre-teens. 

1972: The company celebrated its 50th year, and sales 
topped $290 million. Handyman/Homer’s marked its 
10th anniversary. The Wild Pair opened its first stores 
in Houston and Tucson. Bakers Fifth Avenue in New 
York City opened, dubbed the “Flagship.” 

1973: EBS opened its 1,000th store, an honor shared by 10 
stores in all divisions. Edison Brothers Shoe Stores 
Inc. was created with Julian Edison as president. 

1974: Simon Edison retired and Julian Edison was elected 
chairman of the board. Handyman/Homer’s moved 
its corporate offices from La Mesa to San Diego, 
Calif. Martin Sneider became president of Jeans 
West. 

1976: Oak Tree was formed and opened its first store in 
Houston. 

1977: EBS acquired Fashion Conspiracy and sold the 
United Sporting Goods chain. 

1978: The St. Louis Apparel Group distribution center 
opened in January. Cover Story merged into Fashion 
Conspiracy, whose new office and distribution 
center in San Diego were then completed. Jeans West 
and Size 5-7-9 Shops home offices relocated to 
Sunset Hills. Jeans West was 10 years old. Herb 
Haimsohn, president of Handyman/Homer's, 
announced his retirement and was succeeded by 
Harvey Rosen. 

1979: Fashion Conspiracy opened its 200th store in 
Sacramento, Calif. Martin Sneider became chairman 
of the St. Louis Apparel Group. 

1981: Construction of a new headquarters building was 
announced, to open in late 1984. Eight EBS stores 
tied for the honor of being the 2,000th store on March 6. 

1982: Handyman/Homer’s 81st store opening in Houston 
is the biggest in sales during that company’s 20-year 
history. Edison Brothers continues to approach $1 
billion in sales. 





TOP RIGHT: Christmas time at Bakers Houston in December 1928. 
CENTER: A press conference was held in September 1981 at the site of 
the new EBS headquarters in St. Louis. 

BOTTOM: On March 6, 1981, the Size 5-7-9 crew proudly poses with 
2,000th store banner. 





Irving Edison: 
Reflections of a founder” 





In 1922 at 22 years of age, Irving 
Edison was already an experienced 
retailer. With his brother Simon, he 
owned and operated Irving's Boot 
Shop in Atlanta, Ga. 

With the opening of Chandlers Boot 
Shop on Whitehall Street in Atlanta, 
the five founding brothers — Mark, 
Harry, Sam, Simon and Irving — 
began to divide their areas of 
responsibility. Harry Edison became 
responsible for finance and real estate. 
Merchandising the store fell to Mark 
and Simon while Sam Edison bought 
the accessories. 

Irving Edison was the personnel, 
advertising, display and field 
organization leader of the company. 

The team effort of the brothers 
coupled with the promotion of 
talented store managers to buying, 
regional management and support 
positions contributed to the success of 
EBS. 

Mr. Irving said it best, “I cannot pre- 
empt a role which was not an 
individual one. Our organization 
group, as now, was a unit. This is not 
a sentiment but a fact.” 

Irving Edison has balanced a 
successful business life with activity in 
community charities, the arts and 
education. A gifted speaker, he was 
sought after to talk to business and 
community groups, and college 


students. He retired from active 
management in 1968 and continues to 
serve as a member of the company’s 
board of directors. 


Q: Was the decision to forma 
company in 1922 a difficult one to 
make? 


A: It was difficult, but we did not 
realize it. The economy was much 
smaller. One had to hang out his own 
shingle in order to form a career. 

Competition was keen because a lot 
of us were struggling for the small 
consumer market of that era. 

Consumers weren't earning what 
they’re earning today even 
considering inflation. 


Q: Before entering into a partnership, 
the brothers were in competition with 
one another, weren’t they? 


A: We were competitors but we were 
friendly, even as competitors. 

We got together in the evenings 
and we were helping each other. 
Whenever there was an emergency 
in the family or a misfortune to 
anyone, we rallied to help. 

That characteristic followed 
throughout the years of the company 
and its growth. 

The firm became known asa 
company that was human and 


considerate of others. We rallied to 
the crises that befell our people and 
we rejoiced in the good fortune that 
our people encountered. 


Q: The promotion-from-within 
policy goes back to the early days of 
the company, doesn’t it? 


A: Yes. It was remarkable that a 
company would have an inviolate rule 
that any big job, other than one of 
specific technical ability, should go to 
our own people. 

We published a code in the 
Edisonian that the opportunities of 
the company should become the 
opportunities of our people. 

As a result we had a cohesive spirit 
that was remarkable. I think it was the 
difference of our company. 


Q: Pictures of early grand openings 
show customers lining up outside 
the stores. What was there about 
Edison Brothers and the Bakers and 
Chandlers stores that drew them in 
like that? 


A: First of all, we stayed with the 
women’s shoe business. Statistics 
showed that women bought per capita 
about five pairs of shoes per year 
compared to one per man. 

We stuck to fashion shoes and went 
even further by pricing our shoes at 


one price, in the beginning. 

Also, all the shoes were clearly size 
marked. Customers didn’t have to face 
being fooled by a salesman selling a 
6/2 AAA as a 6¥2 B. Also we had only 
two sales a year. Our merchandise was 
always current. 

Our mode of retailing was distinct 
from the general shoe store where you 
went in and didn’t know what price 
you were going to pay, or you didn’t 
know if you were going to buy an up- 
to-date shoe. 


Q: What do you feel is the key 
ingredient in leadership? 


A: One of the key ingredients is to get 
the response from the people that 
you're working with. The best way to 
get a good response is to have them 
interested in the project. 

If you have associates who are not 
committed, no matter how much 
talent they have, your result is going 
to be affected. 


Q: Did you ever envision the 
company growing to its present size? 


A: Never. Not as such. The new 
opportunities meant growth for us all. 
That was exciting. 


Q: How did you measure success in 
the early days of the company? 


A: The measurement of our success 
was the amount of business that we 
did. We thought if we were busy that 
profit would follow. Likewise the best 
way to get a raise was to do more 
business. That’s probably not taught 
in the business schools today. 

We wanted to know if a store 
opened successfully, how much 
business did we do. When we heard 
that our first out-of-town store had 
people lined up outside waiting to get 
in, we knew we had a success on our 
hands. 

That followed 20 years later when 
we opened a store in the biggest city in 
the United States — New York. 

We knew we had a hit on our hands 
and later the profits came along. 


Q: What is your foremost recollection 
of EBS? 


A: My good fortune to be associated 
with the other people who made up 
EBS. 

My brother Mark and his 
organization had the colossal 
responsibility of procuring 
merchandise that was popular, and 
later Simon when he took charge of 
that department. 

My brother Harry handled the real 
estate and finance as well as anyone in 
the country. 

Sam developed accessory business 
that was 20 per cent of our shoe 
business. This was an unheard-of 
achievement. 

We had one problem, and that was 
to merit the kind of people that we 
had with us, and the degree of 
commitment, loyalty and labor they 
gave to our company. 

We felt it. That’s the difference in 
any undertaking, the integrity in what 
you feel, the integrity in what you do. 


Q: You are a renowned raconteur. 
What is one of your favorite stories 
about yourself? 


A: There is a story told about me with 
a little exaggeration. We had three 
stores in downtown Pittsburgh that 
were close together. 


ies 
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The Chandlers store was on 
Smithfield Street and the Bakers and 
Burts stores were on Fifth Avenue. I 
was there on a busy Saturday. A 
woman walked into the Chandlers 
store and asked if we hada 10 AAA in 
a flat heel. I said, ‘I think so. Please 
have a seat. I’ll call someone to wait 
on you.” 

Then I went over to the Bakers store 
to see how they were doing and lo and 
behold this woman came in after a 
while and said to me, “Have you got 
something in a 10 AAA flat low heel 
tie?” I told her, “We'll show you what 
we have.” 

So I went down to see how the 
Burts store was doing on this 
Saturday. Sure enough in 10 minutes 
this same woman came into the store. 

She started off “Do you. . . ” and 
then, ‘’Can’t you keep a job 
anywhere?” 


Q: Are you enjoying retirement? 


A: Immensely. There is a time to 
work hard and long and then there is 
a time to turn it over to modern 
management, an updated group. I’m 
relaxed and enjoy every day. 
Everywhere I go I’m proud of the 
company and everyone that’s in it. 





The five founding Edison brothers: Harry, Mark, Sam, Simon and Irving. 


____ EBSS — rich in history and 


CLOCKWISE FROM BELOW: In 1969, EBSS moved the St. Louis 
‘distribution center operation to the former J.C. Penney warehouse on 
14th Street. With nearly one million square feet of space spread over 13 
floors, this new distribution center along with the Whittier Center, 
opened in 1962, and the Wilmington Center which opened in 1971 
played a key role in the shoe division’s expansion. 


Irving Edison and St. Louis Cardinal Stan Musial got together to 
make the 1958 opening of Chandlers Fifth Avenue in New York 
special for the opening day crew. Musial, at Irving Edison’s request, 
autographed baseballs for each member of the opening day staff. 


Special promotions are not new to Edison Brothers. ‘The Perfect Foot 
Contest” of the 1940s sought the “Cinderella” customer whose foot fit a 
pair of shoes which had been locked in a glass box and displayed in the 
store’s windows in advance of the magic day. Media coverage was 
extensive for the event and the panel of judges who determined “‘if the 
shoe fits’’ often was made up of prominent local artists, newspaper 
columnists and other notables. 





Customers like the professional salespeople, quality merchandise 

and price of Edison Brothers fashions. The opening of Chandlers in 
Houston, Texas, in 1927 was unique in another way, however — Clark 
Gable was one of the part-time salespeople. 















The opening of Chandlers 811 Canal Street in New Orleans marked the 
first venture out of Atlanta for the Edison brothers, on April 20,1925. 





tradition 


The year was 1922 and Warren G. 
Harding was president. 

In Atlanta, Ga., the five Edison 
brothers — Sam, Harry, Mark, Simon 
and Irving — pooled their expertise 
and opened the first Chandlers Boot 
Shop on Whitehall Street. 


They were the sons of Abraham and 
Sarah Edison who, in 1892, emigrated 
from Latvia to the United States, 
landing in Boston. 

An entrepreneur himself, Abraham 
tried his hand at several businesses, 
finally settling in Atlanta at the end of 
World War I. The family then included 
five brothers and one sister. 

By 1922 the five brothers were 
involved in their own retail shoe 
enterprises in Atlanta. 

Sam Edison was the only brother 
not engaged in retailing at the time. 
He opened a shoe polish factory which 
manufactured ‘’Kleen-M-White”’ 
polish. 

The brothers were competitive in a 
friendly fashion and often shopped 
each other’s stores. 

“Mark would often walk past my 
store during lunch time,” recounts 
founder Irving Edison. 

“We enjoyed a brisk business 
during this hour from the office 
workers and it appeared we were 
always this busy. We really were not, 
but I never corrected that impression,” 
Irving Edison said, smiling. 

The popularity of their stores with 
the well-to-do, fashion conscious 
ladies of Atlanta convinced the 
brothers to open a store in the “high 
rent district” in Atlanta. 

Innovative and revolutionary 
marketing and merchandising 
concepts, as well as quality and 
service, were to set this new venture 
apart from the competition. All shoes 
would be one price that would be 
clearly marked, eliminating the 
haggling prevalent in retailing then. 

Sizes were plainly marked in each 
shoe so the customer could see what 
she was buying. Narrow widths 
would also be offered at the same 
price as other shoes. The culmination 
of these ideas was the opening on 


Oct. 28, 1922, of the Chandlers Boot 
Shop at 55 Whitehall Street. 

Not wanting their name associated 
with the potential failure of the store’s 
then radical concepts, the brothers 
picked the name “Chandlers” at 
random from the phone book. 

They maintained their individual 
businesses until 1924, when the 
partnership store became an 
indisputable success. The opening of a 
second Chandlers on Canal Street in 
New Orleans marked their debut on 
the national scene in 1925. By the end 
of the year there were six stores in 
operation with sales of $868,057. 

Expansion continued in 1926 with 
the opening of two more stores — one 
in Nashville and one in Louisville. 

During the company’s 25th 
anniversary celebration, founder Mark 
A. Edison revealed the “secret” of 
expansion. ‘We were overstocked. We 
had to open more stores in an effort to 
catch up with our inventory,” he said. 

The desire to expand brought with it 
the need for greater capitalization. The 
brothers decided, therefore, to 
incorporate in 1926 as Edison Brothers 
Company, a Georgia corporation. 

1928 marked the formal debut of a 
second division, a chain of four Bakers 
shoe stores in Memphis, St. Louis, 
Kansas City and Houston. Footwear in 
these stores sold at $4.95, 

Edison Brothers entered 1929 with 
17 stores and $3.15 million in sales. 
Two important decisions were reached 
that year. The first was to move the 
home office to St. Louis, then the hub 
of the shoe industry. 

The second was to incorporate as 
Edison Brothers Stores Inc., a 
Delaware corporation, on March 12 
that year. As a result of this 
incorporation and sale of stock, the 
number of stores doubled by the end 
of the year. 

The EBS banner extended to the 
Pacific Coast in 1930 with the opening 
of Leeds at 751 S. Broadway in Los 
Angeles. The birth of the Leeds trade 
name was made necessary because of 
the competing C.H. Baker chain on 
the coast. 





Joseph M. Arenson was the 
manager of the first West Coast store, 
moving from Kansas City to the coast. 
Arenson, in concert with Harry 
Edison, developed the West Coast into 
the dynamic Edison Brothers market it 
is today. 

The economic depression became 
more severe in 1931. In response to the 
rapidly declining power of the dollar, 
the Burts division was established by 
removing the Bakers line from eight 
stores and installing the PariSmart line 
of shoes retailing at $2.88 a pair. 

The year 1934 marked the 
beginnings of the company 
publication, the Edisonian, then a 
four-page newsletter. 

Edison Brothers weathered the 
Depression and came through 
stronger because of it. By 1938, there 
were 123 stores in operation. 

The War years meant government 
restrictions such as price controls and 
the enlistment of many talented 
Edisonians in the service. 

Edison Brothers countered shoe sale 
losses due to leather rationing with the 
opening of a millinery department and 
casual hat bar operation in 1943. These 
vanished in 1946 with the return to a 
peace-time economy. 

To counter the government cap on 
construction caused by the diversion 
of materials to the war effort, the real 
estate department negotiated leases 
with a clause that construction would 
begin after the restrictions were 
removed. In this way, prime locations 
would not be lost. 

In post-World War II America, the 
swing to “strip” and later regional 
shopping centers was brought about 
by the increased mobility of the 
buying public and the growing 
highway system. 

As early as 1947, EBS sensed this 
new phenomena and was one of the 
first retail organizations to entrench 
itself in these new shopping centers. 

But the downtown locations 
remained a viable market, aided by 
programs of reclamation and 
rejuvenation. EBSS policy has been to 


(continued on page 10) 
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Shoe division (continued) 


hold onto and expand its downtown 
locations wherever possible. 1948 saw 
the opening of the first two Chandlers 
in downtown Chicago, one on 
Michigan Avenue and the other on 
State Street. 

In 1958, EBS entered the New York 
market with the opening of Bakers on 
34th Street in March and Chandlers 
Fifth Avenue in September. 

The fabulous ’50s heralded the 
creation of two new divisions for EBS. 
The first was the Joan Bari chain of 
handbag and jewelry shops in 1956. 
This was pioneered by Charles B. 
Edison. 

In February of 1958, EBS entered 
into its leased department operation 
with the opening of the leased 
department in Omaha’s Brandeis 
Department Store. 

Founder Irving Edison, who had 
been president since 1957, retired from 
that position on June 18, 1968. Bernard 
Edison was elected president by the 
board of directors and continued the 
team management approach which 
had been successful for the founders. 


Chandlers 


If it is possible for a retail company to have a 


This was the year that the board of 
directors agreed on a program of 
diversification that called for the 
acquisition of small actively growing 
retail companies with a specialized 
market appeal. 

Between 1968 and 1977 four 
companies joined EBS: Handyman/ 
Homer’s, the Size 5-7-9 Shops, Jeans 
West and Fashion Conspiracy. 

But the shoe division had not been 
standing still. 

A new concept in shoe retailing 
— The Wild Pair — made its debut in 
1972, opening stores at the Galleria in 
Houston, Texas, and El Con Mall in 
Tucson, Ariz. 

The shoe division formally 
splintered off from the parent 
company in 1973 to form Edison 
Brothers Shoe Stores Inc., with Julian 
Edison as president. 

The years leading up to the 60th 
anniversary chronicled innovation, 
growth and development for the shoe 
division. 

In 1977, the sales department 
purchased video production 


equipment and commissioned the 
sales training department to produce 
training programs. 

1980 saw a record 211 stores open 
and sales totaling $853,389,000 
company wide. 

A year of change and growth, 1981 
recorded the creation of the Edison 
Direct Sales Division, and the 
announcement of a new corporate 
headquarters building. 

Yet throughout the history of Edison 
Brothers, from the expansion of one 
shoe store to over 1,200 shoe stores 
across the nation and in Puerto Rico, 
the creation of new sales divisions and 
new areas of responsibility, the 
underlying theme of people as the 
prime ingredient of success remains 
the same. 

“We are celebrating not only 60 
years of existence but 60 years of 
success,” founder Irving Edison said. 

“The current management team — 
the entire organization — has 
produced a remarkable record. 

“The spirit of the company is carried 
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Genuine Alligator! 





cornerstone, then Chandlers is the cornerstone of Edison 
Brothers Shoe Stores. Not only was it the first chain in the 
company, but many of the early policies and, indeed, the 
duties of the five founding brothers were initiated with 
the opening of the first Chandlers Boot Shop in 1922. 

The first year in business, the store on Whitehall Street 
in Atlanta accounted for sales of $282,000, making the 
store an unqualified success. 

As Chandlers spread across the country, the quality and 
selection of merchandise brought about instant customer 
acceptance, 

This was brought to the test with the opening of 
Chandlers Fifth Avenue, New York City, in 1958. Skeptics 
in neighboring stores said the Chandlers store would not 
be successful unless credit cards were accepted and a 
delivery service offered. 

The store opened without these services. On opening 
day, customers were lined up outside the door in throngs. 
Edison Brothers had again proved the skeptics wrong. 
The store was an instant triumph for the company. 

The Chandlers of today is, like its forerunner in 1922, a 
cut above popular price, with fashion as its prime 
objective and quality as a requirement. 


1944 


Extraordinary Offering of Fine 









Aristocratic brown alligators with 
the superbly simple beauty of 
fine lines and fine leather. The 


skins are exquisitely marked. No mail order 


Chandlers 


Bakers/Leeds 


Bakers appeared as a chain in 1928 with the opening of 
four stores in Kansas City, Houston, St. Louis and 
Memphis. However, the first Bakers appeared four years 
earlier. 

The first Bakers store was opened in Atlanta in 1924 as 
an outlet for slower selling Chandlers shoes and a test for 
a line of $4 footwear. 

By 1930, the QualiCraft line of shoes was ready to 
penetrate the West Coast market. The Los Angeles 
location had been selected when a snag developed. A 
retailer, C.H. Baker, was already operating on the Pacific 
Coast. The decision was reached to use the name Leeds 
for the West Coast stores. 

The Town and Country name for the line of welts and 
sport shoes was first used in 1942 and the Casualets trade 
name saw its origins even earlier — 1940. 

In March 1958 Bakers 34th Street in Manhattan opened, 
dubbed “Miracle on 34th Street” because of a solid year of 
standing-room-only crowds. 

The Bakers/Leeds customer of today is much the same 
as her counterpart in the early days of the chain. From 
teen-ager through career woman, she is looking for the 
footwear fashion of the more exclusive stores and 
boutiques at a reasonable price with superior quality and 
service. Today, as it was in 1928, the answer is found in 
the Bakers/Leeds stores. 





A modern store full 
of beautiful Spring shoes. 
Definitely 1946 modes! 


1946 





Burts 


The stock market crashed in 1929. Fortunes were lost 
and bank failures multiplied. By 1932, every fourth worker 
was jobless. 

Edison Brothers responded to the times by establishing 
in 1931 a third division named Burts, after Mark Edison’s 
former shoe store in Atlanta. 

The new Burts shoe stores carried the PariSmart line of 
shoes which retailed at $2.88 a pair. 

The first eight Burts stores were previously Bakers 
stores and were located in Atlanta, Knoxville, Louisville, 
Dallas, Birmingham and New Orleans. 

By 1932, the prices in the Burts stores fell to $1.95, only 
to begin to recover the next year to $2.60 a pair. 

The PariSmart line of shoes gave way to Stylepride in 
the early 1940s, becoming the more familiar Stylepride 
Sweet Steps in 1964. Sweet Steps was registered in 
February of 1971 and is in use today along with the newer 
Sweets. 

The Burts customer of the ‘30s and ‘40s looked for 
fashionable shoes at a price. As society became more 
affluent, the price distinction that was associated with 
Burts has disappeared. Today Burts appeals to the young 
fashion conscious teen-ager as well as the middle aged 
suburban housewife and everyone in between. 

As with the chains before it, Burts has changed with the 
times. 
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The Wild Pair 


A new concept in a shoe store for EBSS evolved when 
The Wild Pair came on the scene in 1972. With avant- 
garde styles in both men’s and women’s shoes, belts, 
handbags and hosiery, The Wild Pair offered a departure 
from the traditional shoe store. 

The store setting itself was innovative. A heavy use of 
wood throughout, and displays of shoes using bathtubs 
and antique stoves as fixtures brought a boutique look to 
the store. 

Seating was arranged along the wall on built-in 
cushioned benches, arranged in conversational groupings 
that enhanced the “‘non-store” atmosphere. 

While contemporary rock music filled the air, customers 
were helped by salespeople who traded traditional EBSS 
business attire for a neat-but-casual look in keeping with 
The Wild Pair philosophy. 

History records the first two Wild Pairs as being located 
in the Galleria Mall in Houston, Texas, and in the E] Con 
shopping center in Tucson, Ariz. The overwhelming 
acceptance by consumers of The Wild Pair merchandise 
and retailing approach, plus the established EBSS policies 
of customer service, lead to a growth explosion of The 
Wild Pair across the country. 

From a shoe buying and merchandising staff of one in 
1972, The Wild Pair buying department has grown in 10 
years to include two buyers, two associate buyers, a 
factory liaison and six merchandisers. 


Joan Bari 


It started as an experiment. The space was available in 
an empty store right next door to a Chandlers store ina 
suburb of St. Louis. And the idea was innovative and 
exciting — a shop that would sell handbags exclusively. 

It all came together on June 13, 1956, when The 
Handbag Shop opened in Clayton, Mo. As an 
experiment, the name The Handbag Shop worked well 
but it was decided that a new name with a more 
distinctive flavor was needed. 

The criteria for the new name was: it had to be short, 
easy to pronounce and feminine. After discounting a 
dozen contenders Joan Bari was decided on because it had 
a European feel to it without being a specific nationality. 

The decor of the early stores was stark and very 
traditional in appearance. In 1972, a new look was 
developed for Joan Bari with wood and antiques 
dominating the store which, in effect, doubled the display 
space. 

The first store to boast this ‘new look” was the Joan 
Bari West County in St. Louis. In conjunction with the 
remodeling, new ideas in merchandising were ongoing. 
Branded lines of handbags were introduced which gave 
the customers a choice of better priced handbags. Belts 
were also added. 

The new look came on the scene a few stores at a time 
until almost all stores enjoy this style. 
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- — —— Sa oN 
FEET OF THE WORLD! GET OUT FROM 
UNDERFOOT |N WILD ONES FROM THE 
WILD PAIR. EXPERIENCE THE EXTRA- 
ORDINARY IN FOOTGEAR, BAGS AND 
BELTS, FOR HE & SHE, WANDER THRU 
THE TOUCH-ME LEATHERS AND SUEDES. 
ROAM THE UNSTORE ENVIRONMENT. 
A NEW THRILL IN TOGETHERNESS SHOPPING. 
A SNEAKY EXCUSE FOR A DATE. THE 
WILD PAIR! INTHE GALLERIA. 
Si ci ha 
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GRAND LIFT OFF THURSDAY, 
FRIDAY, SATURDAY. THE — 
GALLERIA. —__ 


WHERE CAN WE GET 
OUR FEET TOGETHER? 
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“Miss Joan Bari’ symbolized the spirit and merchandise of the chain. 


Leased departments 


In the late 1950s, department stores found themselves 
ill equipped to effectively operate the shoe departments in 
their stores. The complexities of shoe retailing required 
specialists to maximize potential sales. The answer was to 
turn over the total operations of the shoe departments to 
an established retailer. 

In1958, EBSS opened its first leased department in the 
Brandeis Department Store in Omaha, Neb. Today, EBSS 
operates the leased departments in Hess’s Department 
Stores, located primarily in Pennsylvania and Alexander's 
Department Stores, located primarily in New York and 
New Jersey. 

The leased departments offer the customer the 
traditional EBSS standards of customer service matched 
with fashion merchandise bought by the leased 
department buying staff. 

Dress, casual and sport shoes as well as boots are 
available through the EBSS brand Captivators in both 
department stores. While the Alexander’s Department 
Store leased departments are exclusively a women’s unit, 
men’s and children’s shoes are also available in the Hess’s 
leased departments. 

Leased departments — another facet of EBSS. 
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Edison Direct Sales Division 


The Edison Direct Sales Division (EDSD) is the newest 
division of EBSS and a departure from the traditional shoe 
store operation. EDSD, through promoted-from-within 
account representatives, sells the Predictions line of shoes 
directly to major department stores and better grade 
independent shoe retailers. 

EBSS began testing the direct sales concept in 1976. 
Customers were gradually added and by 1978, Edison 
Direct Sales was officially formed. In 1981, it was made a 
separate division of EBSS. 

“Unique” characterizes EDSD. Many of the jobs, 
advertising and structure is found in no other division of 
EBS. Credit managers, line builders and stylists are an 
important part of the division. These and other positions 
in EDSD have opened new opportunities for 
advancement in EBSS. 

The lines of shoes offered are distinct from the other 
divisions, often having been designed in-house. The 
footwear is then manufactured by factories throughout 
the world. 

The Predictions line canbe found in the young 
and contemporary departments of department and 
selected specialty stores and retails from $30 to $40. 

In addition to calling on their customers directly, EDSD 
has participated in regional shoe shows. The key to its 
acceptance is the reputation of Edison Brothers Shoe 
Stores as a fashion leader. 


for the young 
& young-minded 


Retailing from 
$25 to $40 





COME SEE US! 


July 31—August 3 e Americas Suite, 44th floor e New York Hilton 


MIAMI BEACH SHOE MARKET DALLAS SPRING SHOE MARKET 


EDISON DIRECT SALES DIVISION 


1982 PO Box 14020. St Louis. Missouri 63178. Tel No (314) 444-6461 6462 
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Handyman/Homer'’s: 


6666 pA 





TOP: The 1970 grand opening of Handyman in Santa Ana, Calif., was , 
typical in that consumers waited in lines until the store opened its doors. MGs re oe ental 
ABOVE LEFT: President Harvey Rosen (left, standing) and founder som j ih LAL bina 
Herbert Haimsohn (right, standing) were on hand for the company’s — a H H 
20th anniversary celebration on May 3, 1982 at the corporate offices in 
San Diego, Calif. 


ABOVE RIGHT: Jan. 24, 1974: Handyman/Homer’s corporate office 
employees move across town to a new corporate office complex. 


RIGHT: Weeks before opening a Handyman/Homer’s store, hours are 
spent receiving merchandise and signs, and setting the store for opening 
day. 


20 years of continual growth 


It all began in 1961, when Herbert 
A. Haimsohn, founder and first 
president of Handyman/Homer’s, 
recognized the need for a 
merchandising outlet that would cater 
specifically to the relatively new do-it- 
yourself market. A sound background 
in retailing, extensive research and 
thorough planning, along witha 
generous amount of true pioneering 
spirit, went into the creation of the 
first Handyman/Homer’s store which 
opened in La Mesa, Calif., in April of 
1962. 


Quality and service 


The merchandising theory of the 
company was to price items so a high 
turnover could be maintained. Unlike 
many of the “discount” houses, the 
greatest emphasis was placed on 
quality and service. 

The company began with a 
promotion-from-within concept. In 
the years to come, carefully planned 
employee and management training 
programs would be developed so the 
concept could be realized. 

Handyman/Homer’s quickly 
evolved into a sound, stable retail 
operation with customer loyalty to 
such a degree that a second outlet was 
opened in 1963 in the San Diego area. 
A third store was opened in 1964 in 
Chula Vista, Calif., a fourth in 1966 in 
Escondido, Calif., and a fifth in 1967 in 
San Diego. All five stores are within 
San Diego County, and have operated 
successfully since opening, 
notwithstanding the fact that during 
the company’s infancy, some 
economists considered the county to 
be a depressed area. 

The continuing success of the 
Handyman/Homer’s stores in San 
Diego led to expansion into other 
areas with a similar demography. The 
first expansion outside San Diego 
County came with the opening of a 
store in Sacramento, Calif., in 1967. 

In 1968, another store was opened 
in Sacramento, soon to be followed by 


the acquisition of a similar existing 
business in San Jose which was 
converted to the Handyman/Homer’s 
image. In late 1968, a second store in 
San Jose was opened, bringing the 
total in the chain to nine. 


A new beginning 


In February 1969, Handyman/ 
Homer’s was purchased by Edison 
Brothers Stores. Herbert Haimsohn 
retained his position as president of 
Handyman/Homer’s, and was elected 
a vice president of EBS. 

Also in 1969, the first Handyman/ 
Homer's located outside the state of 
California was opened in Beaverton, a 
suburb of Portland, Ore. Two other 
store openings followed in 1969: one 
in Portland and another in San Jose. 

Beginning in 1970, the pace of 
expansion picked up. New California 
stores in Concord, Dublin, Anaheim, 
Buena Park, Fullerton, Fresno and 
Santa Ana boosted the Handyman/ 
Homer’s total by seven. 

Six more stores, again all in 
California, were added in 1971. These 
stores opened in San Mateo, Fremont, 
Mountain View, Huntington Beach, 
Lakewood and Northridge. 

That year also marked the official 
opening of the company’s first 
distribution center. The center was 
designed to receive and distribute 
merchandise that is too bulky or 
voluminous for stores to receive. This 
first distribution center is located in La 
Mesa, Calif. 


Moves to Arizona 
and Texas 


Eight new stores in three states 
swelled the chain’s ranks in 1972. 
California added two more stores with 
openings in Santa Rosa and Oxnard. 
Arizona and Texas became two new 
states and market areas in the 
company’s scope. In Arizona, stores in 


Scottsdale and Phoenix were opened. 
And in Texas (where the stores are 
called Homer’s), stores in Richardson, 
Garland, Hurst and North Dallas 
opened for business. 

Three additional distribution centers 
were opened in 1972. These 
distribution centers are in Tracy, Calif., 
Milwaukie, Ore., and Richardson, 
Texas. 

The addition of two more stores in 
San Diego County — in Chula Vista 
and E] Cajon, another store in 
northern California — in Modesto, a 
third store in Arizona — this one in 
Tucson and four more stores in Texas 
— three in Houston and one in 
Arlington, pushed the Handyman/ 
Homer's total up to 37 stores 
in 1973. 

In 1974, four more stores were 
added to the chain. California 
contributed two, with one in Hayward 
and the other in San Diego County’s 
Solana Beach. Oregon also added 
another store, this one in Milwaukie. 
And the fourth store opening again 
brought Handyman/Homer’s to a new 
state, this time to Park Forest, Ill. 


New home office 
opens in 1974 


Yet another opening took place in 
1974, but this one was for the modern 
new corporate offices located at 6666 
Convoy Court in San Diego. Nearly 
375 people now occupy these offices, 
located approximately 20 miles across 
town from the original location in La 
Mesa. 

Five new stores and a sixth state 
were added to the Handyman/ 
Homer's group in 1975. Two stores, in 
Salinas and San Pablo, opened in 
California. Two more were added in 
Illinois, in Morton Grove and 
Countryside. And the state of 
Oklahoma welcomed Handyman/ 
Homer’s for the first time when an 
Oklahoma City store was opened. 

Illinois’ fourth store, in Hoffman 
Estates, opened in 1976. 

(continued on page 16) 
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The opening of three new stores in 
California in 1976, in Mira Mesa (San 
Diego County’s eighth store), 
in Antioch and Yuba City 
marked the beginning of a new 
merchandising trend for Handyman. 
These three stores all featured a new 
“high profile” point-of-purchase 
merchandising concept wherein all 
available merchandise is stacked on 
tall shelves inside the store itself. 

The new concept eliminated 
warehouse space except what was 
needed for shipping and receiving, 
thereby cutting down on the square 
footage of the store itself; made it 
easier for customers and salespeople 
to see just what merchandise was 
available; and made customer self- 
service more practical. 

The new stores, in addition to the 
“high profile” look, also had a 
centralized “cutting center” where any 
item that needed to be cut toa 
customer's specifications could be cut 
quickly and easily by one person. 

In 1977 stores in Mission Viejo, 
Napa, Visalia and Chico, Calif., 
Phoenix, Ariz., and Fort Worth, Texas, 
were opened. 

That year, Handyman/Homer’s also 
staged its first all-free consumer How- 
To Show in San Diego. The concept 
behind the public service event was to 


Handyman/Homer’s (continued) 


show all kinds of home repairs and 
improvements. The “carnival style’ 
show had over 200 booths which 
provided ongoing demonstrations and 
special stage demonstrations 
throughout each day. 

Handyman/Homer’s has also taken 
the How-To Show to Dallas, Texas. 
The Handyman/Homer’s How-To 
Show remains the largest show of its 
kind in both San Diego and Dallas. 

The retirement of Herbert A. 
Haimsohn, first president and founder 
of Handyman/Homer’s was 
announced in March 1978. The 
retirement was at Haimsohn’s request, 
due to health problems. Harvey W. 
Rosen, then vice president of 
merchandising, was named president 
of the company. 


Retailer of the year 





Five new Handyman/Homer’s 
stores opened their doors in 1978. 
These stores included Phoenix and 
Mesa, Ariz., Rancho Cordova and 
Santa Maria, Calif., and Oklahoma 
City, Okla. 

Also in 1978, Handyman/Homer’s 
won the Retailer-of-the-Year award in 
the Home Center category of the 





LEFT: Handyman/Homer’s has presented four all-free How-To 
Shows. Pictured is the first show in San Diego in 1977. Months of 
planning and preparation go into each How-To Show to assure that 
it provides product and project information for the seasoned 
customer as well as the novice do-it-yourselfer. 

ABOVE: Handyman trailers are loaded at one of five distribution 
centers in California, Oregon and Texas and then driven to store 
locations in six states for delivery of merchandise. 


Brand Names Foundation’s annual 
competition. The award was given for 
Handyman/Homer’s expertise in 
brand merchandising, consumer 
information services, customer 
relations and community involvement. 

A triple grand opening occurred in 
Austin, Texas, in 1979. Two other 
stores were opened in Merced, Callif., 
and Longview, Texas, that year. 

The company also began to expand 
its merchandising to include imports 
in 1979. This merchandising change 
allowed for the development of a 
Handyman/Homer’s Handy-Pro™ 
private label tool category. 

In 1980 the total number of 
Handyman/Homer’s stores increased 
to 75 with grand openings in Rancho 
San Diego, San Rafael, Sacramento 
and Redwood City, Calif., Plano, 
Texas, and Tucson, Ariz. 

The ninth Dallas store opened in 
1981. Stores in Fresno, Calif., and 
Garland and Lubbock, Texas, also 
opened that year. 

The 81st Handyman/Homer’s store 
was opened in Houston, Texas, in 
February of this year. This grand 
opening was marked as the biggest in 
sales of all the stores in the 
Handyman/Homer’s chaiit. 

This year also marked the 20th 
anniversary of Handyman/Homer's. 


St. Louis Apparel Group: 
A winning combination 








This is the Apparel Group home office in Sunset Hills, Mo., in 1980. In 1977, 
Size 5-7-9 Shops joined with Jeans West and Oak Tree to form the basis of 


the EBS St. Louis Apparel Group. 


In 1977, Size 5-7-9 Shops joined with 
Jeans West and Oak Tree to form the 
basis of the EBS St. Louis Apparel 
Group. 

Size 5-7-9 Shops relocated its offices 
to St. Louis in that year, which also 
marked the establishment of the 
central services division. The central 
services division’s strength and 
importance lie in the variety of tasks it 
so expertly performs for the Apparel 
Group. 

The personnel department is 
responsible for the continuous 
updating of employee records and 
files, whether the employee works ina 
store, the home office or the 
distribution center. This department 
also handles an array of other tasks, 
including personnel verifications, 
vacation requests and insurance 
benefits. 

The purchasing department also 
plays an important role in the central 
services division. All supplies, from 
store bags to light bulbs, are handled 
by this department. Its constantly 
busy phones are a clear indication of 
the purchasing department's vital 
role. 

The mailroom is another 


16-year career. 


department filled with activity. Twice- 
weekly mailings to all stores are 
necessary to maintain the massive 
level of correspondence to the stores. 
There is a constant sorting of mail — 
be it from the stores, the distribution 
center, the EBS shoe division or the 
home office. 

Payroll is busy issuing every 
Apparel Group employee’s paycheck. 
Between bonus, vacation and payroll 
checks, this department issues over 
80,000 checks a year. Tight conformity 
to deadlines and adherence to high 
standards of accuracy assure the 
delivery of “correct’’ paychecks on 
schedule. 

The advertising department 
provides all the stores with their 
advertising needs. Three artists strive 
to use their talents for creative 
merchandise ads which appear in 
newspapers and mall tabloids across 
the country and in Puerto Rico. 

The publications department works 
to produce monthly magazines for the 
stores and home office/distribution 
center staff. It tries to ensure the 
representation of all regions and 
employees within its magazines’ 
covers. 


The first Apparel Group employees to retire: Silvia Bowers, at left, and 
Fran Parker. Fran worked 17 years for the company and Silvia had a 


The largest central service is the 
accounting department. Started from 
scratch in 1972, it has grown into a 
highly professional unit. The 
department's attention to accuracy 
and determination to meet all 
deadlines, as well as its 
responsiveness to operational needs, 
has made it a success. Like all Apparel 
Group departments, its adherence to 
strict standards has developed it into a 
high-caliber department. 

In January 1978, the Apparel Group 
built a distribution center as 
innovative and efficient as any in the 
country. Located in Washington, Mo., 
approximately 50 miles west of St. 
Louis, it has cut turn-around time on 
merchandise to 48 hours, sometimes 
less. Its people, more than its systems 
or hardware, provide the Apparel 
Group with a distinct competitive edge 
in merchandise handling. Flexible pre- 
season storage, 24-hour prepack 
shipping and computerized shipping 
instructions are all features of the 
distribution center's efficiency. 

The continued growth and harmony 
of all the Apparel Group’s divisions 
and departments indicate a bright, 
successful future for its people. 
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Size 5-7-9: no small-sized company 


Small-size apparel specialists 
fill a need and continue to grow 


in the process. 


Size 5-7-9 dress style in early 1970. Note the miniskirt, a fashion that is again 
popular. 








The 200th Size 5-7-9 Shop opened in October 
1980 in Quail Springs Mall, Oklahoma City, 
Okla. 


Small women have always 
encountered size problems while 
shopping for clothes. Small sizes, 
especially 0, 1, 3 and 5, are hard to find 
in most apparel stores. 


EBS developed potential 
of the small-size 
market 


EBS saw the potential of this market 
and capitalized on a great opportunity. 
In July 1970, EBS acquired a 21-store 
chain known as Size 5-7-9 Shops, 
which catered to the small woman. 

Today the chain consists of 
approximately 220 stores throughout 
the United States and Puerto Rico. 
Also known as Petite Street and Small 
Stuff in some states, Size 5-7-9 Shops 
has grown considerably since its 
beginning. 

In 1959, under the leadership of Mel 
Forman and Jack Goldsworth, the 
chain opened its first store on the 
second floor of adowntown Miami 
office building. The chain soon 
branched out to other Miami locations 
and was operated by a five-person 
home office situated in a vacant store. 


Size 5-7-9 Sharpstown, Houston, Texas, advertises its grand opening 
specials, 1981. The store design uses chrome, more glass and ‘‘desert 
tones” for its interior colors to enhance the merchandise. 


At that time there were only two 
buyers — one in sportswear and one 
in ready-to-wear. In addition to their 
buying responsibilities, they also 
worked in the warehouse, which at 
that time was connected to the home 
office. They would even ticket and 
ship the same clothes which they had 
bought for the chain! As the number of 
stores grew, so did the buying 
department. It expanded to four 
buyers in 1973 and today operates 
with seven buyers, one associate 
buyer, two divisional merchandise 
managers and one general 
merchandise manager. 

There were no planners, only three 
distributors. Merchandise was 
delivered to the stores in a station 
wagon. The warehouse was tiny, and 
it serviced the few stores in the Miami 
area. 

Central service functions were 
simple in comparison to today’s 
elaborate computer systems. One 
bookkeeper handled all the accounting 
functions, including sales audit, 
banking, payroll, expense and 
accounts payable. Advertising was 
handled by a free-lance artist after a 
home office employee would drop the 
merchandise off at the artist’s home. 


In 1964, there were seven stores; by 
the time of the EBS acquisition in 1970, 
there were 21, primarily located in the 
southeastern portion of the country. 


The company soon began to use 
EBS talent and expertise to build and 
strengthen the growing chain. One of 
its first goals was to establish a store 
operations department. At that time, 
there was no store cost controller, 
divisional sales manager(s) or director 
of training and instruction. EBS called 
upon its shoe division to help fill these 
positions for its growing chain, which 
consisted of four regions in 1974. 





Growth meant 
several moves and 
changes 


During the years between 1974 and 
1976, Size 5-7-9 Shops experienced 
tremendous growth. The 100th and 
101st stores were simultaneously 
opened on Nov. 11, 1975, at 
Countryside Mall, Clearwater, Fla., 





The size 5-7-9 Shop in Panama City, Fla., 1979. This smaller storefront 
contrasts with the open chrome- and- -glass look in the photo at left, however 
the modern 5-7-9 logo is featured. 


and Regency Square, Richmond, Va. 
By the end of 1976, there were 124 
stores comprising 10 regions. In the 
meantime, the home office and 
warehouse moved to a second Miami 
location in 1973, with larger facilities to 
handle the records and merchandise 
distribution of this ever-expanding 
chain. 

In 1977, the store operations team 
began to develop in order to better 
serve the 10 regions. The home office 
and warehouse moved once again, 
this time to St. Louis in May 1977. 

Throughout, EBS has maintained its 
tradition of recognizing people 
through a continuous promotion- 
from-within policy. Its constant 
expansion has prompted the 
promotion of its people from sales 
staff positions to the home office. 

The 200-store mark was reached on 
Oct. 23, 1980, at Quail Springs Mall, 
Oklahoma City, Okla. Throughout 
its expansion, Size 5-7-9 Shops has 
responded to the ever-increasing 
needs of its stores. 

Size 5-7-9 Shops might be a small- 
size specialist, but not a small-sized 
company. 
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Jeans West: 
Right idea at 
the right time 





Early Jeans West stores were irreverently decorated, reflecting the times. 
This is how the storefronts looked in 1971. 
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Jeans West opened its first store in 
November 1968 in Woodland Hills, 
Calif., during a period of upheaval, 
protest and unrest in America’s 
history. 

The time was right — the idea was 
right. America’s young people were 
seeking a break with the 
establishment, and they found their 
identity in blue jeans. 

And, Jeans West was there. Not in 
shopping centers, the establishment's 
“rip-off” places, but on the ‘‘street.” 
Outrageously run and irreverently 
decorated, these stores catered to the 
emerging casual lifestyle of the ‘60's 
young generation. 

The first store opened and sales 
were spectacular. Within months, the 
chain had expanded to 40 stores across 
the country — wherever young people 
shopped. 

EBS, recognizing the unique 
marketing strategy of Jeans West, 
bought the chain in 1971, 
complementing its recently purchased 
Size 5-7-9 Shops. EBS reasoned that 
the idea could work better with Edison 
expertise, money and most of all, 
people. 

Enthusiasm and irreverence were 
no substitute for depth of organization 
and sound management principles. It 
was here that EBS would make its 
greatest contribution to Jeans West. 

But, the times and America’s youth 
soon changed. The mood of protest, 
so rampant in the 1960s became 
“freaky” in the 1970s. America began 





By 1982, Jeans West had adopted a more sophisticated look, again reflecting the times. This is Jeans 
West Post Oak, College Station, Texas. 


to clean up. Jeans, which seemed so 
anti-establishment, became an integral 
part of Americana. 

Young people returned to the malls, 
once again shopping in the 
department and specialty shops. 
Almost overnight, the irreverently 
decorated, badly located, outrageously 
managed pants stores, including Jeans 
West, were ignored. Forgotten, they 
became a relic of the past. 

Jeans West failed to change with the 
times. Both its popularity and sales 
plunged. 

However, one store kept the dream 
alive. Galleria, Houston, Texas, 


continuously pumped out record- 
breaking volumes. If Jeans West could 
prosper there in 800 square feet, it 
could work anywhere. 

The chain slowly expanded. The 
emphasis eventually changed from 
free-standing strip stores to regional 
mall stores. Thirteen new stores 
opened in 1971, headlined by a record- 
breaking week in Northwest Plaza, St. 
Louis. Twenty-six stores opened in 
1972, including the first major 
downtown store on Chestnut Street, 
Philadelphia. Thirty-six stores opened 
in 1973. The 100-store mark was 
reached in the New York market with a 


new design in Cross County, Yonkers, 
N.Y., in 1974. Ninety percent of the 
stores were now located in the best 
real estate in America. 

But, Galleria and the growth in 
shopping center units could not solve 
the internal problems of Jeans West. 
Sales and profits were disappointing 
during the early years. Personnel 
turnover was high in all areas. And, 
finally, the move to St. Louis from 
Hollywood in 1972 drastically reduced 
the original staff to a few members. 

Slowly and steadily, Jeans West 
started to rebuild and reorganize. 

The store operations department 
was the first department to 
professionalize. Capitalizing on their 
knowledge and experience in Edison’s 
shoe division, these leaders set 
standards and abided by them. By 


mid-1973, their insistence on a ‘clean 
operation” started to spell success for 
Jeans West. By capitalizing on the 
strengths of Jeans West's people, the 
promotion-from-within policy 
bloomed and has grown stronger 
every year. 

The merchandising department, 
with its complex and vital role, soon 
followed in the professionalization 
process. It established its own brand, 
L’Avion, which along with the recent 
JW’s brand, continues to ring up top 
sales for the company. The 
merchandising department was also a 
pioneer in developing overseas 
resources, becoming one of the first to 
conduct business in Singapore, the 
Phillipines, Sri Lanka and the People’s 
Republic of China. 

The strengthening of non-jean 


categories, while maintaining a solid 
grip on America’s wants in blue jeans, 
has assured continued growth in the 
face of mounting competition. It also 
benefits from its system of regional 
merchandising — assuring the 
delivery of the ““right’’ merchandise to 
different sections of the country. 

The merchandising team, to a great 
extent, has been built from within. All 
merchandisers began their careers as 
Edisonian salespeople. Most of the 
buyers also began their EBS careers in 
the same way. 

At the EBS acquisition in 1971, there 
were 47 Jeans West stores throughout 
the country. Today, there are close to 
320 stores, with more scheduled to 
open in the years to come. Yes, Jeans 
West has had some rough times, but it 
has survived and flourished. 





Oak Tree wins young men’s market 


Ever since its acquisition of Size 
5-7-9 Shops in 1970, EBS had been 
extremely interested in entering the 
young men’s apparel field. Although 
most of Jeans West’s customers were 
young men, it appealed to a significant 
number of females, particularly teen- 
agers. 

In 1975, Jeans West’s management 
decided to approach the young men’s 
market in a different way. They 
proposed a radically new concept. . . 
Oak Tree. . . to the EBS board of 
directors. All agreed to go forward 
with the chain — unlike any others in 
existence. 

Plans called for stores of between 
2,000 and 2,500 square feet aimed 
primarily at fashion-oriented 18 to 
30-year-old customers. Ideally, Oak 
Tree would sell an exciting full range 
of merchandise and, unlike Jeans 
West, would not depend so much on 
any one product category. 

Six months after the enthusiastic 
endorsement of the EBS board, Oak 
Tree’s roots were firmly planted. A 
concept, a name, a format and the 
personnel were chosen. 

Originally, Jeans West buyers took 
on additional responsibilities for 
merchandising the chain’s nucleus 
stores. The Jeans West operations 
department was responsible for 


staffing the stores and ensuring 
professional displays. 

On March 24, 1976, Oak Tree 
opened its first store in Sharpsiown 
Center in Houston, Texas. By the end 
of 1976, this chain had grown to six 
stores. Five years later, Oak Tree had 
grown to 44 stores. 

Oak Tree has never lost sight of its 


Get off in style 
this Spring with 
Oak Tree! 


Shirts $15.97 

We have dress and sport 
shirts in assorted styles 
and colors including 

RA, Solids, checks, plaids, 
mini-checks, and 
buttondowns. 


+ 
G\Slacks $17.%” 
Choose from an 
assortment of 


including pleated 
and non-pleated 
styles, belted, 


Come in and see our 
| spedioly priced 
Suits at 950. off 
and Sport Coats 


at $25. off. | 





1981 Oak Tree ad. 


target market, and it has continued to 
provide fashion-oriented sportswear 
and clothing to 18 to 30-year-old men. 
The formula has worked — Oak Tree 
is attracting the young men who 
shopped in the jeans stores in the 60s 
and ‘70s. 

Oak Tree has constantly refined its 
approach to the market. Today’s 
merchandising staff is completely 
separate from that of Jeans West; and 
while its operations are still 
administered by the Jeans West sales 
department, special care is taken to 
ensure the hiring of personnel who 
believe in Oak Tree’s merchandise and 
fashion approach. 

Today Oak Tree is one of the most 
successful young men’s apparel chains 
in the industry, fully justifying the 
confidence Jeans West management 
and the EBS board had in this chain 
when it decided to start Oak Tree 
seven years ago. 

The sales and enthusiasm continue 
to grow for the Oak Tree chain. It is 
slotted for maximum growth with 
demographics shifting to an older 
customer. Oak Tree will eventually be 
one of the largest young men’s apparel 
chains in America. 

Its store and merchandising people 
are dedicated to making it as 
successful as it can be. 
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Fashion Conspiracy has always had 
the most current fashions. It’s always 
been the FC philosophy to be a 
“fashion” store, offering the most up- 
to-date fashions at reasonable prices. 

Edgar Berner was the founder of 
Fashion Conspiracy. After his mother 
died in 1969, he took over the Town 
Shops/Berner Judd chain of 18 stores 
and embarked upon a new venture. 
He decided to develop a new, smaller 
store, with higher sales-per-square 
foot and more rapid turnover of 
merchandise, in a boutique 
atmosphere. Mary Countryman, who 
had started as a part-time cashier, 
worked her way up through the 
company and became vice president. 

Berner and Countryman moved the 
FC offices from Santa Fe Street in 
Pacific Beach, Calif., to Complex Drive 
in Kearny Mesa, Calif. This was 
already their third office move; the 
original offices were above the old 
Pacific Beach store. Priscilla Castro 
and Tom Childress were with the 
company from the beginning, and are 
still employed as personnel records 
supervisor and warehouse supervisor, 
respectively. 

The first Fashion Conspiracy store 
opened in March 1970, in Escondido 
Village Mall, Escondido, Calif. The 
Fashion Conspiracy look in the early 
1970s was the ‘‘discotheque” look 
which was ahead of its time in the 
clothing specialty store business. 
Large revolving mirrored balls and 
thousands of tiny mirrors all over the 
walls were the most forward trend of 
the day. 

Some stores had round outside 
windows and others, inside the mall, 
had a semi-circular ““cave’’ entrance 
inset with mirrors. Black and orange 
were the basic background colors and 
full size pop art posters were used on 
the walls. Merchandise was “flown” 
(hung by wire to create a “flying” 
effect) in the interiors and windows, 
and the appeal was to a very young 
consumer. 

The FC philosophy was to have the 
latest fashions at reasonable prices, 
before any of the competition and “‘sell 
out” fast. 


Fashion conscious 





The first Fashion Conspiracy store opened in March 1970 in the Escondido Village Mall in Escondido, 
Calif. The FC philosophy was to offer the most up-to-date fashions at a reasonable price. 


Fashion Conspiracy went through 
some tremendous changes during the 
1970s. Around 1973, the “Tiffany” 
store came into being. Stained or 
etched glass was used above the doors 
and windows, and on some doors and 
dressing room doors. Antique pots 
and photographs were used as props 
in the windows and the merchandise 
was still “flown” in the interiors and 
windows. 

Approximately 1974-1975, with 
stores totaling 38, the stores changed 
their look again to a “pecky cedar’ 
look. The look was warm, 
mediterranean earth tones, with 


antique furniture and plants used in 
the windows and throughout the store 
as props. Some stores were built with 
indoor platforms to break up the store. 
The merchandise was no longer 
“flown” in the windows and interiors. 
The interiors had boards on which 
merchandise was pinned and, in the 
windows, merchandise was displayed 
on the antiques. During 1977, “hot 
house” type windows were 
introduced, in which dress forms were 
added to make a better fashion 
statement. 

By 1978, Fashion Conspiracy had 
moved to a new larger distribution 


Fashion Conspiracy 





The flavor of the “old South’ dominated the opening, of Fashion 
Conspiracy in Columbus Square in Columbus, Ga., in Mareh 1978, 


center and had been acquired by 
Edison Brothers Stores in late 1977, 
The decision to go with Edison 
Brothers was based on the idea that 
Berner and Countryman had to go 
into the new regional shopping 
centers. As more stores opened in 
these centers, they felt the need for the 
resources of a larger company and 
Edison Brothers could provide these 
resources. 

After the acquisition, a second 
distribution center was established in 
Missouri. Fashion Conspiracy was 
growing at a rate of 50 stores per year. 
This phenomenal growth brought 
about a change in merchandising and 
store design philosophies. The stores 
began to take on an updated look. 
Some experimentation in store design 
resulted in a combination of the 
“pecky cedar’ look and the new “zig 
zag’ store. White walls and ceiling, 
fans were added to give a fresher look. 

During this time the merchandising, 
philosophy had changed a bit. Items 
were “tested” then reordered to “sell 
out” of the stores, which was a slight 
departure from previous philosophy. 
In the late 1970s the FC import 
program had become very important. 
By importing, FC could copy garments 
and still sell them more inexpensively 
than the competition. 

By 1979, when the “zig zag’’ store 
was in vogue, Fashion Conspiracy was 
well on its way to becoming one of the 


largest and most exciting junior 
apparel chains in the nation. 

Mary Countryman, executive vice 
president, retired in April of 1979, She 
reflected in an interview before 
retirement, “There were no bad times, 
only good, It’s been a lot of fun. Even 
retirement is fun, Everything, has been 
exciting in this company.” It was a 
happy occasion for the woman who 
nurtured and helped FC grow. FC 
opened its 200th store on April 20, 
1979, in Country Club Plaza, 
Sacramento, Calif. 

Feb, 15, 1980, was the date that set 
an FC record for the largest business 
day in FC history. Store #18, Nogales, 
Ariz., had a whopping, $12,600 sales in 
one day! 

In September 1980, Fashion 
Conspiracy chose its “FC girl.” Janet 
Perkins of Santa Cruz, Calif., wona 
$1,000 FC gift certificate, T he “Back To 
School” promotion was initiated to 
improve AY store traffic, The results 
were over 5,000 entries nationwide - 

a huge success. 

The newer “zig, zag” store was 
meant to provide a comfortable 
backdrop for FC merchandise. The oak 
interiors were warm and subtle, 
Mannequins were introduced into the 
high volume FC stores to make a 
stronger fashion statement. Beige 
background color, mirrored walls with 
faceouts were added to update the 
look. The FC look was beginning, to be 
geared to an older customer. 








Fashion meetings provide Conspirators with the iatormation [¢ 
customers require, Pictured is a 1975 meeting, 


In April 1981, 342 years after the 
acquisition by Edison Brothers Store S, 
FC’s president, Edgar Berner, retired, 
It was the beginning, of even more 
changes in the rapidly expanding, 
chain. M, Richard Wyman was 
appointed president of Fashion 
Conspiracy after Mr, Berner’s 
retirement. 

From its acquisition in 1977, Fashion 
Conspiracy has expanded during, 
1978, 1979 and 1980 at an over 30 
percent annual compounded growth 
rate, This expansion included entrance 
into larger, new markets in the 
Midwest with significant climatic 
differences from its traditional West 
Coast and Southern zones of 
operation, 

A successful national chain such as 

Fashion Conspiracy must have good 
internal systems and must have 
superb execution in merchandise 
planning and presentation, Fashion 
Conspiracy has developed superb 
merchandise systems information anc 
with the addition of Robert Shearin as 
vice president-general merchandise 
manager, FC is looking, for an exciting 
holiday season, 

New merchandising philosophy is 
for FC to be a wardrobe store for the 
junior customer with emphasis on 
moderate prices. 

Fashion Conspiracy has 286 stores 
from coast to coast and will expand its 
horizons as its profits improve, 
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Fashion changes...... 


Jeans West has always targeted its 
merchandise toward the young men’s 
and women’s market, with the 
























Oak Tree merchandise was 
originally geared to the older, 
conservative customer, featuring suits 
and very dressy fashions. In the late 
‘70s and early ‘80s, Oak Tree found a 
younger market, 20 to 30 years old, 
looking for an ‘upscale’ look. 

Today’s multifaceted Oak Tree 
merchandise is shown above in a 1981 
window display. 


s 


primary group being 14 to 28-year-old 
males. In the early ’70s, as the 1973 ad 
illustration at right shows, Jeans 
West's primary emphasis was on 
jeans, then 30-inch bell-bottom 
branded merchandise. Today, non- 
jean categories have been 
strengthened. Jeans, including the 
company’s JW and L’Avion brands, 
comprise approximately 36 percent of 
sales. 

Jeans West’s merchandise emphasis 
today is on young, casual-style 
sportswear. The illustration at 
left is from a 1982 ad. 

Low-cut bell-bottom jeans gave way 
“to higher waists and narrower, 
“pleated slacks. 1982 jeans have 
-\, three basic styles: straight- 

~~ leg, boot-cut and reverse 


NN silhouettes that 
“\ narrow toa 16 to 


19-inch hem. 
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Size 5-7-9 Shops features fashions 
for the small-size female, carrying 
junior sizes 0 through 9. In the early 
‘70s, the stores carried more dresses 
and more expensive, career-oriented 
merchandise. 

In recent years, the company’s 
merchandise has been tightly focused 
on the young, budget-minded junior. 
Fashions are more casual, and include 





more activewear. Private label 
Derrieres and Vino de Casa lines have 
been developed. 

The 5-7-9 concept today is one of 
fashion and quality at an affordable 
price. 

Pictured above left, is an example of 
a 1970 miniskirt. The ruffled Prairie/ 
Santa Fe look, above right, is popular 
for 1982. 


and EBS leads the way 





Edison Brothers Shoe Stores — 
Chandlers, Bakers/Leeds, Burts, The 
Wild Pair, Joan Bari and leased shoe 
departments — have seen various 
elements of shoe design resurface and 
change. 

The QualiCraft dress shoe from 
Bakers at upper left was a hit in 1957. 
Heels were high and skirts straight. 

Heels have always been a point of 
interest, from the sturdy styles of the 


Fashion Conspiracy in 1970 was a 
young, trendy store for the junior 
customer, 14 to 19 years old, in the 
moderate price level. FC made its 
reputation for being first with hot 
items, such as the sizzler or bikini 
dress in the 1971 ad illustration at left. 

The biggest change at FC occurred 
in the late ‘70s when the merchandise 
was repositioned to capture the 
fashion customer in the 18 to 25 age 
group. This look was reflected in ads 





‘20s to the chunky heels of the early 
‘70s. 

Today’s fashions demand a variety 
of shoes, hose, bags and care items. 
High, dressy heels complement 
romantic dresses, while flats and low 
heels are musts for today’s miniskirts 
and activewear. 

Above right is a dress pump for ‘82 
from Burts’ Sweet Steps line. 


and store design — softer, feminine, 
sophisticated. 

Activewear hit at the decade’s end, 
with bowling shirts, sweat shirt 
materials and baseball jackets. 

In the 80s, the more sophisticated 
woman in her early twenties becomes 
the market. The return to romance is 
found in dressy blouses for suits and 
skirts, such as the one at lower left. 





Handyman/Homer’s and the home 
improvement industry have their own 
fads and basic items. When the 
paneling craze began in the late ‘60s, 
Handyman/Homer’s was ready witha 
good supply and effective displays. 

When decorating with plants 
became popular, Handyman/Homer’s 
expanded its nursery department to 
include a Plant Boutique, pictured 
above. 

As the energy crunch hit, selections 
of insulation, incandescent and 
fluorescent merchandise and paddle 
fans were expanded. 

Developing the line of Handy-Pro 
tools assured quality and reasonable 
price for the do-it-yourselfer. 

Decorative building materials were 
upgraded to reflect the demand 
brought on by higher real estate 
prices. Housewares were also 
updated. 
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Edison Brothers’ 
60-year record of 
growth 


Growth is vital to the continuing success of every 
company. Without it, the result is stagnation and 
regression. 

Edison Brothers Stores Inc. has grown and prospered 
despite a Great Depression, World War II and rationing, 
recessions, the Korean and Vietnam wars and wage and 
price freezes. Good management, quality merchandise 
and the dedication of all Edisonians over the past 60 years 
are the reasons that the company is as financially strong 
as it is today. 

Most every year since 1922, the company has enjoyed 
healthy and consistent financial g gains: from annual sales 
of $6,423,306 in 1931 to last year’s $951,436,000. 

It has not always been smooth sailing, however. In his 
address to EBS stockholders in 1932, president Harry 
Edison expressed his concern about the future, and the 
uncertainty of operating in the depressed economic 
conditions of the early 1930s. 

During World War II, the shoe industry in general was 
dealt a severe blow by the shoe rationing order, due to the 
shortage of raw materials during that time. Inequities and 
hardship were the results of the March 1942 price 
freezing order. 

By 1962, the company’s 40th anniversary, concerns 
about rationing, shortages and severe government 
controls were past history. Sales were climbing rapidly, 
and so were the number of new store openings. 
Throughout the next 10 years, sales and profits continued 
in a vigorous upward swing. 

For 1972, the company reported record sales growth. 
The shoe division had the largest sales and profits in its 
50-year history. 

In the years between 1972 and 1981, EBS has 
opened 1,478 stores, closing 327 in the same period. 

The pension plan, an innovation in the industry when 
first introduced, continues to be paid for by the company. 
As of Jan. 2, 1982, the market value of the assets of the 
pension trust totaled $45 million. 

From regional beginnings, the stores of the EBS 
divisions have stretched out nationwide. 

The 1980s have, thus far, been marked with a slowdown 
in the rate of new construction of shopping centers, and a 
depressed real estate market has affected the home 
improvement industry. These developments have allowed 
our EBS chains to maintain and expand the commanding 
share of market that they enjoy in all of our country’s 
major cities. 

EBS has been able to open more stores per shopping 
center than any other company in the United States. Our 
stores are well positioned to attract the maximum number 
of customers and permit Edison Brothers to strongly 
participate in the renewed growth of the economy in the 
years ahead. 
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A team effort of the Edison Brothers Stores Inc. publication staffs, October 1982. 
Edison Brothers Stores Inc., 400 Washington, St. Louis, Mo. 63102 


